A successful business development cannot be currently imagined without the active use of cutting-edge information technologies and the Internet. Nowadays, technologies offer a wide range of opportunities for entering the international market and expanding the existing one by various methods.
I. INTRODUCTION
The fast development of information technologies, the increasing use of the Internet in various areas of activities of enterprises have a profound impact on both the sales of products and services over the Internet, and the shift of traditional marketing to an electronic medium, thus ensuring low costs and gaining competitive advantages. At present, successful business development cannot be imagined without the active use of cutting-edge information technologies and the Internet. Nowadays, technologies offer a wide range of opportunities for entering the international market and expanding the existing one by various methods. The information technologies have enabled and, in some cases, forced organizations to review their business models, to transform their internal processes, to be able to take advantage of electronic business methods and to create supply chains which will reduce time and money costs [1; 2; 6; 8; 11; 19] .
The Internet and digital media have also transformed the process of traditional marketing. Thus, consumers are able to access information about various products, services, prices quickly, easily, and at any time of the day, and organizations and enterprises have been provided with a possibility of entering new electronic markets, offering a wider variety of products and services, introducing new means of communication and competing under more promising conditions. Online marketing, undoubtedly, opens up a host of new opportunities and provides advantages to enterprises, because it allows them to establish an interactive connection and to maintain long-term relations with consumers by engaging them in the life of an organisation and, thus, gaining the consumer's trust and loyalty. Online marketing allows effectively reaching target customers, developing a better understanding of their needs, providing them with customerspecific offers and obtaining feedback. Moreover, enterprises are provided with a possibility to communicate with their target audiences in different ways at the same time, to reach target groups of consumers in any place around the world where there is access to the Internet.
Literary sources provide different definitions of electronic business. The concepts of electronic commerce and electronic business are particularly intertwined; however, a majority of authors indicate that electronic commerce is only partially related to electronic business [7; 9; 20; 21; 22; 28] . The Lithuanian Concept of e-Business defines it as performance of business operations and organisation of activities of an enterprise through the use of information technologies in data transmission networks. This includes various activities aiming at earning profit -commerce, marketing, teleservices, telemedicine, distance learning, distance work, banking and other activities pursued over the Internet. E-business covers not only ordinary business operations, but also new business methods, which are possible only in a virtual environment.
The models used in electronic business are primarily classified by participants: business-to-consumer (B2C), business-to-business (B2B), consumer-to-business (C2B), consumer-to-consumer (C2C), peer-to-peer (P2P), government-to-business (G2B), government-to-consumer (G2C), business-to-employee (B2E), as well as governmentto-government (G2G) [7; 16; 20; 21; 22; 28] . The main ebusiness models connect consumers, business and government institutions. Many authors note the advantages of electronic business and considerable opportunities for the use of electronic business methods in small-sized enterprises [6; 9; 21; 23; 24; 28; 29] , for example: reduction of costs, opportunities of international trade, improvement of the supply chain, new co-operation possibilities, new business models, new markets, uninterrupted work, improvement of communications, improvement of search for information, promotion of sales and new opportunities for marketing, improvement of a company's image and relations with customers.
E-commerce covers all types of relations linked with conclusion of international and national transactions: procurement, sales, supply, making orders, advertising, consulting, various agreements and forms of business-related co-operation. The main types of e-commerce are e-shops, online announcements, online auctions, e-banking, eintermediation services. Development of e-commerce is determined by a number of various factors. First and foremost, the extent of e-commerce in a country is affected by technical possibilities (Internet penetration), as well as by the computer literacy of the population. The virtual European market is dominated by the countries of Western and Northern Europe. Sweden, Norway, Denmark, Finland and Iceland have the highest Internet penetration rate. Moreover, it is possible to presuppose that climate conditions have a certain influence on the development of e-commerce in these countries. Meanwhile, in countries with a warmer climate traditional trade is more popular. Besides the factors related to the ICT development level, another group should be taken into consideration when discussing e-commerce, which is cultural factors. Culture as a system of values and valid social norms has a direct and indirect impact on formation of the consumer attitude and choice of social communication ways. One of the cultural dimensions determining the spreading of e-commerce is the degree of individualism on the individualism/collectivism scale. In an individualistic culture, a person's behaviour and values are determined by a person's choice, goals and motivation. Therefore, members of such a society accept innovations more easily, have more self-confidence and perceive less risk in relation with strangers. As a result of such characteristics, these individuals have positive attitude towards purchasing online.
Although the number of e-commerce users in Lithuania is continuously growing, the penetration of e-commerce is far below the EU average.
The aim of this article is to perform an analysis of the development of e-commerce in Lithuania and to identify some characteristics of e-consumers' behaviour.
Research methods: comparative analysis of scientific literature, statistical data processing methods.
II. E-COMMERCE IN THE EU MEMBER STATES AND IN LITHUANIA
In 2011, the average Internet penetration in the EU-27, i.e., the ratio of the number of Internet users to the number of the population, accounted for as much as 70.3%, and in Lithuania this ratio was equal to 61%. According to this indicator, Lithuania ranks 21 st among the 27 EU member states (Latvia  is 15 th with the penetration of 69.9%) (Eurostat data). The share of individuals purchasing over the Internet in the EU-27 accounts for 34% of the population. In 2011, most online purchases were made by residents of the United Kingdom (64%), Denmark (57%), Germany (54%), whereas the residents of Romania (4%) and Bulgaria (5%) purchased the least. Lithuania (11%) was in the same group with Greece, Italy, Latvia, Portugal and Hungary, where e-purchases involved 8-13% of the population (Lithuania ranks 22 nd ). Compared to 2010, Lithuania has moved from the 25 th place leaving behind Italy, Latvia and Portugal (this indicator for all three countries is equal to 10%).
The behaviour of e-consumers and key factors influencing the decision to purchase online are analysed by many authors [2; 3; 4; 5; 10; 12; 13; 14; 17; 18; 27].
The principal reasons for using e-commerce are an opportunity to purchase 24/7, a lower price, time savings and a larger variety of products than in traditional commerce [10; 12; 14; 26] .
The largest impact on the decision not to purchase online is exerted by several factors: the absence of the possibility to touch products, the group of insecurity factors (insecure payments, unwillingness to provide personal data over the Internet, mere distrust), delivery problems and price [10; 12; 14; 16; 26] .
As a result, individuals are inclined to purchase mostly the items, which it is not necessary to touch (e.g., tickets, books, CD/DVD) or the products that are well-known, for instance, perfumes, and cosmetics.
The most important factors influencing the level of development of e-commerce in a country are internet penetration and computer literacy of population. According to data of 2011, 61% of Lithuanian residents aged 16-74 used the Internet and over a half (55.8%) of households had a computer with Internet access [8] . In respect of the use of the Internet, individuals aged 16-24 were the most active users (96.3%), followed by the 25-34 age group (88.5%). In terms of ecommerce, the most active users were individuals aged 25-34 (33.2%), followed by the individuals aged 16-24 (24.6%). Representatives of the 35-44 age group ranked third by the use of the Internet (71.8%) and e-commerce services (18.5%). A majority of those using computers and having the Internet access were concentrated around the three largest cities of Lithuania, namely, in Vilnius (65%), Kaunas (59.3%) and Klaipėda (58.9%) regions [30] .
Meanwhile, the individuals using computers accounted for 64% of all individuals aged 16-74 (in 2010, 60%) [30] . Among elderly individuals (aged 65-74), only 12% used computers in 2011, whereas 85% of individuals in this age group had never used it. Therefore, a majority of individuals using computers were young people.
The conclusion that elderly people in Lithuania lack computer literacy skills has led to establishment of the association "Window to the Future", whose mission is to promote the use of the Internet in Lithuania, thus, improving the standard of living and enhancing the country's competitiveness in Europe and worldwide. The activities of the alliance "Window to the Future" are carried out in three directions:
 by establishing public access to the Internet across broad layers of society,  by teaching the public how to use computers and the Internet,  by encouraging the public to use electronic services. The majority of individuals, who used a computer in 2011, used it daily (75%), one-fifth (21%) used it at least weekly, if not daily. Therefore, 96% of Internet users, or 61% of all residents in the country aged 16-74, used the Internet regularly (at least once a week). 89% of individuals read or downloaded news, newspapers and magazines online, 86% searched for information about products or services, 81% of Internet users used e-mail.
In 2011, 54.7% of Lithuanian residents aged 16-74 searched the web for information about products and services, which shows the potential of e-commerce development in the country and is more than twice as much as in 2005 (Fig. 1) . 41.1% of individuals in this group used e-banking services, 27.9% -public e-services.
In the business sector in 2011, 98.1% of enterprises used the Internet, 67.7% of enterprises had a website or a webpage. The majority of the enterprises used information technologies in communicating with state institutions (98%) and banks (93%). However, only 33.2% of enterprises purchased products/services online, and even smaller number of companies (24.7%) sold products/services in 2011. It may be claimed that enterprises still make insufficient use of the possibilities offered by the Internet in the area of commerce, although the number of enterprises using the Internet for the sale/purchasing of products and services is steadily growing (Fig. 2) . To sum up, it may be claimed that the volume of ecommerce in Lithuania still lags behind the existing technical possibilities. Thus, the Internet penetration rate accounts for 61% of the population, meanwhile the number of individuals purchasing over the Internet amounts merely to 11% of the total number of the population. A majority of businesses still make insufficient use of the opportunities of e-commerce -only one third of such enterprises make use of this form of commerce. Undoubtedly, the development of e-commerce is a complex process affected by a number of factors, including the level of income of the population and the country's cultural characteristics. Moreover, this development is uneven in different age groups; hence, it is expedient to examine this process and to analyse its different layers.
III. ANALYSIS OF RESULTS OF THE CONSUMER RESEARCH
The aim of the survey is to identify consumers' attitudes towards non-traditional ways of purchasing and the type of products that are most popular and desired. The survey was performed using the Lithuanian web portal for surveys (www.apklausa.lt), sample size was 187 [25] . The results of the survey are the following: 94% of the respondents use the Internet daily and only 3% of the respondents use the Internet several times per month. A majority of the respondents (59%) belong to the 25-30 age group. This is the main segment of actively working individuals, who earn income and regularly use the Internet. The age of almost all respondents (95%) was below 45. A majority of the respondents (63%) have higher education, one fifth of the respondents have just secondary education. 53% of respondents earn moderate income, i.e., LTL 1501-3000. A slightly more than one fourth of the respondents earn up to LTL 1500. It is possible to claim that individuals with low or moderate income search for ways of saving money, in this case lower prices, and hence purchase in e-shops.
To sum up, it may be claimed that a typical respondent, who replied to questions of the questionnaire, is aged 25-30, has a high school diploma and earns from LTL 1501 up to LTL 3000, uses the Internet daily and purchases online 6-7 times per year on average.
One of the key questions asked by beginners in e-commerce business is about the types of products that are most often purchased over the Internet. The survey has revealed a considerable variety of products purchased online (Fig. 3) .
The most popular products are tickets to entertainment events, travel tickets and discount vouchers, that is, the products that it is not necessary to touch and view in real terms. Clothing, underwear and footwear are also quite popular goods. However, it is a rather difficult task to choose a product of this type and the appropriate size of the product over the Internet. These results of the survey do not fully coincide with the statistical data presented at the beginning of the Section and show that clothing and footwear rank second among most popular purchases online. It looks like official statistics still does not recognize such a new 'product' as various discount vouchers, which are used by e-shops to attract new customers and promote purchases. Moreover, recently a substantial increase in sales of children's goods has been observed. It should be noted that over two thirds of the respondents claimed using the services of foreign e-shops. There may be several reasons for this: a broader range of goods in the foreign e-shops, a better quality of the goods, differences in prices, etc. Neither higher costs of delivery, nor more complicated terms of payment scare consumers from purchasing in foreign e-shops, which may mean that the supply offered by Lithuanian e-shops still does not fully meet the needs of consumers. In response to the question about the types of e-shops, which Lithuania lacks, the respondents ranked e-shops selling holiday packages (18%) as number one. The second highest ranking was the shortage of e-shops of clothing and footwear (16%). 11% of the respondents pointed out a shortage of shops of perfumes, cosmetics, another 11% of the respondents noted a lack of shops of leisure and sports items (Fig. 4) . 7% of the respondents pointed out the insufficient number of e-shops selling children's goods and airline tickets. Such results of the survey clearly reflect the consumers' need for a wider range of goods compared to the current supply of Lithuanian e-shops. Almost all respondents intend to continue purchasing online also in the future; just 4% replied that they were not certain whether they would purchase. None of the respondents stated that he/she would never purchase online again. 94% of the respondents, who purchased online, were satisfied with their purchase, which means that online purchases are a convenient way of purchasing. The respondents note that they are most often prompted to purchase online by favourable prices and a faster process of purchasing (Fig. 5) . Other reasons worth mentioning include the possibility of purchasing without leaving home and at any time of the day, a broader range of products and the possibility to quickly obtain information.
In fact, these are the main advantages of e-commerce in respect of consumers. This means that consumers are not willing to go to shopping centres, wait in queues, etc.
The largest impact on the decision not to purchase online is exerted by several factors. Interestingly, buyers believe that the absence of the possibility to touch is the key reason preventing from purchasing over the Internet. Individuals are inclined to buy the items, which it is not necessary to touch (e.g., tickets, books, CD/DVD) or the products which are wellknown and regularly used, for instance, perfumes, cosmetics. Broader range of products Possibility to quickly obtain information According to the report on consumer complaints concerning e-commerce, which was elaborated by the European Consumer Centre Network, most claims were related to delivery of products and the quality of products themselves (http://www.ecc.lt). On the basis of this information, a study was carried out in order to determine delivery-related information provided by Lithuanian e-shops at their web-sites. As web-site rankings are hardly compiled, the TOP10 most popular e-shops were selected for the purpose of this research based on data of an international company "Alexa" ("Alexa Internet" is a California-based company belonging to Amazon.com and providing web traffic data). Out of 10 most popular (according to "Alexa") Lithuanian eshops, only 4 web-sites provide information about the time of delivery, and at other websites such information is not provided. Therefore, consumers are forced to contact the seller in order to obtain additional information, which may result in the determination to simply avoid purchasing online, because this circumstance requires spending additional time for clarification of information instead of saving time. An analysis of the manner of delivery shows that consumers are allowed to choose from 3 ways of delivery, i.e., delivery of a product by a courier, by mail, or simply by receiving a product at a traditional shop, or at other indicated product collection points. In terms of the price of delivery, it first and foremost depends on the method of delivery/collection of a product. It is possible to collect an ordered product free of charge. In this case, the product should be collected at the indicated collection points. Otherwise, delivery prices differ depending on a specific product, its size and weight.
IV. CONCLUSIONS
In 2011, the share of individuals purchasing over the Internet in Lithuania accounted for 11% of the population, and Lithuania ranked 22 nd in the EU-27. In the business sector, only 33.2% of enterprises purchased products/services online and 24.7% sold products/services. It may be claimed that the opportunities offered by the Internet in the area of commerce still are insufficiently used.
A typical respondent in this research is aged 25-30 years, has a high school diploma and earns moderate income, uses the Internet daily and purchases online 6-7 times per year on average. 87% of the respondents purchase products over the Internet and 94% of the respondents, who purchased online, were satisfied with their goods. This means that online purchases are a convenient way of purchasing.
The most popular products for personal use are tickets to entertainment events (15%), travel tickets (14%) and discount vouchers (12%). According to respondents' opinion, the most important reasons to purchase online are favourable prices and a faster process of purchasing. Other reasons worth mentioning include the possibility of purchasing without leaving home and at any time of the day, a broader range of products and the possibility to quickly obtain information.
The reasons why people do not buy on the Internet are considerable distrust of consumers and their feeling of insecurity when purchasing in a virtual environment (according to different studies, it accounts for 34-50% of the respondents). The second most important reason preventing from purchasing over the Internet (27-32% of the respondents) is the absence of a possibility to touch items. Therefore, people are more willing to purchase the items, which it is not necessary to touch (e.g., tickets, books, CD/DVD), or the items that are well-known to customers and used regularly, such as perfumes, cosmetics.
The existing e-shops in Lithuania do not sufficiently meet the needs of Lithuanian e-consumers, because in the opinion of the respondents, there is a shortage of e-shops offering holiday packages (18%), clothing and footwear (16%), perfume and cosmetics (11%), leisure and sports items (11%). Besides, 7% of the respondents pointed out that there is an insufficient number of e-shops selling children's goods and airline tickets. It reflects the consumers' need for a wider range of goods compared to the current supply of Lithuanian e-shops.
